Patrons not only want a good meal while dining but also a pleasant experience. Restaurants are dimensional in their ability t o provide for this experience. The purpose of this research is to determine why people have interests in the fun experience factor that some restaurants provide. In this study we explore the hedonic and utilitarian motives for patrons dining in fun experi ence restaurants. It is necessary to apply these principles to the investigation of this study as consumers dine to satisfy hunger and to experience a more memorable experience. It is essential to examine both these values for a more meaningful study. Surveys were administered to a convenience sample of 287 participants at a fun experience restaurant in the metropolitan area. Crosstabs, ANOVA, Correlations, Factor Analysis and Multiple Regression were employed to explore differences and relationships between variables. Findings identified a profile of patrons at fun experience restaurants using the involvement construct, and the hedonic and utilitarian motivational motives, results of this study indicate the primary reasons for patronage at fun experience rest aurants. 
Introduction
The restaurant industry is one of the most dynamic areas of business. This industry undeniably services others and ensures that patrons' wants and needs are met. It's interesting to see and understand the many levels of commitment it takes for operators to reach patrons. The restaurant industry supplies patrons' demands to dine out, but restaurants also provide a sense of entertainment for patrons. When dining, it should be considered an experience. Many studies have captured this idea (Josiam, Mattson, & Sullivan, 2004; Apfel, 1998; Ryu, and Han, 2011; Ariffin, Bibon, and Abdullah, 2012) . Experience is a dynamic concept defined by Pine and Gilmore (1998) as an individual's involvement and the desire with which the individuals connects or engages with the event or performance.
The researcher found that restaurants don't always reach patrons desire for fun experiences. Fun experience restaurants commonly defined as "Eatertainment" (Josiam et al) are enjoyable, entertainment offerings that allows for customers to experience an overall satisfaction. The researcher intends to uncover why people have interests in the fun experience factor that some restaurants provide. Patrons are seeking unique memorable, and extra-ordinary experiences (Hosang and Witham, 2010) . Pine and Gilmore (1998) stated that this memorable event is created through experience. Restaurants that provide fun experiences are better able to meet individuals' needs and wants more efficiently. When restaurants cater to this desire it allows for individuals to relive moments over and over again. Experience also allows for more engagement in a restaurant visit. Fun experiences give patrons an advantage in their ability to satisfy their eating experience and the overall experience together in one place.
Need for the study
The hospitality industry is one of the largest industries worldwide. Restaurants are a driving force in the economy (National Restaurant Association [NRA] , 2014). They generate over 660 billion in sales which accounts for approximately 4% of U.S. GDP (National Restaurant Association [NRA], 2014) . Restaurants give back to their communities and employ 10% of today's workforce (National Restaurant Association [NRA], 2014) . This industry is highly competitive. Restaurateurs must remain vigilant and open to branching out into new areas of business, particularly patron's desire of fun experiences in restaurants.
Restaurateurs must stay current and be innovative in order to have a sustainable advantage. Based on 2014 trends, (NRA) suggests restaurants pay closer attention to innovative strategies as new concepts of multipurpose functions are becoming prevalent. Patrons are also looking for more variety in foods, creative in nature, this suggests they are growing more tired of the mundane (NRA).
Previous literature has considered restaurants as an experience, (Josiam, Mattson, & Sullivan, 2004; Apfel, 1998; Ryu, and Han, 2011; Ariffin, Bibon, and Abdullah, 2012; Pine, and Gilmore, 1998) however few studies address the fun experience factor while dining to gain the perspective of patrons and assess its influence outcome. This research is a more detail approach in uncovering fun experiences in restaurants. This research is intended to help restaurateurs better understand patrons perspective of fun experiences, their motivations, and what means most to them while dining to better deliver results. It's important that operators do, as failure to understand patrons' needs and wants could result in less patronage and ultimately lead to higher business concerns. Restaurants must strive to add value to their offerings, making them more meaningful and memorable experiences (Hosang and Witham, 2010) . This study is beneficial to restaurant owners to provide for better guidance, as these factors can help them better strategize their business goals and ultimately gain more consumers and make them returning customers.
Objectives of the study
The objectives of this study were to explore the motivations of patrons that engage in fun experience restaurants. It's important to determine and understand what's most important to patrons as opposed to what's not. This study examines patrons' perspective of fun experiences in restaurants and evaluates the main activities patrons are most interested in when dining at fun experience restaurants. This study also sets out to investigate the influences this type of involvement can have on patrons' behaviors.
The researcher assessed this type of activity at a fun experience restaurant in the metropolitan area. The researcher investigated multiple motivational patterns with various restaurant characteristics as well as preferred in efforts of helping restaurateurs' better focus on patrons' interests of fun experiences in restaurants while they eat.
The specific objectives for this study are to:
Determine the nature of patronage at fun experience restaurants. 
Literature Review

Overview
The purpose of this study is to focus on patrons' perspective of fun experiences in restaurants. There is limited research covering this topic. Through the review of literature, the intent is to build on prior literature exploring this subject in more detail to determine the emphasis it has on patrons. The following sections will cover the restaurant experiences, the function of fun experience in restaurants, and the added value of the restaurant environment, "atmospherics" (Kotler, 1973) . The hedonic and utilitarian principles will be applied in the study as these both have significance in the development of the study. The level of involvement will also be assessed utilizing the involvement scale and other associated motivation factors to understand patronage.
Restaurant Experience
Restaurants provide more than just the dining itself, but they are multifaceted to truly capture the attention of patrons. There are various motivations for eating out (Park, 2004) . Eating out gives consumers experiential values (Park, 2004) . Restaurants are where patrons can gain a sense of excitement, pleasure, and an experience (Finkelstein, 1989) . In fact restaurants should be known as more of an experience rather than just an out to eat outing (Apfel, 1998) . This experience is known as an away from home experience! It's sometimes referred to as a hedonic approach to dining as opposed to a utilitarian one. Hedonic dining focuses primarily on experience (Arnold and Reynolds, 2003 , Babin et al., 1994 and Wakefield and Baker, 1998 , the need for entertainment while utilitarian dining is described as more of a functional approach to dining. The experience that takes place in restaurants are classic but are also continuously changing. Patrons eat out for the benefit food and restaurants provide (Park, 2004) . Owners must consistently gain and understand individuals' wants and needs to successfully deliver great results.
Hedonic Vs. Utilitarian Motives
Human consumption is an everyday function of life, whether it be for pleasure or based on need alone. Consumption implies that the two are a shared function in that providing for this need is suggested to gain the pleasure seeking emotion that is desired in fulfilling the need. Identifying between the two perspectives of consumption is harder to determine as stated by Alba, and Williams (2012) . The utilitarian motive is usually assessed with a more conscious intent, while hedonic motive is more spontaneous in nature (Babin et. Al., 1994) . The perspective of hedonic and utilitarian motives increase in complexity dependent upon the individual, as it may take one person to experience happiness one way while it takes another multiple ways. Alba and Williams (2012) suggests the hedonic perspective as being more difficult to investigate without true defining features.
As before mentioned, hedonic motive is said to have more fun characteristics rather than functional characteristics as with the utilitarian motive. Experiences are in the mind of the subject alone that has had some exposure to dimensional levels of feelings (Pine and Gilmore, 2008) . They also stated that experience is different for everyone. With the hedonic motive it is important to note its underlying goal is expected to be pleasing as the perception of this principle consistently relates the motives to being the more fun, enjoyable experiences while the utilitarian is effective in the ability to meet the need (Alba, and Williams, 2012) . With fun experience restaurants this notion can very well be applied as this would be the expected end of this type of activity. Experience during a restaurant posits a livelier and more worthwhile visit, however restaurateurs also need to understand that even though emotions are key in decision making, decisions aren't made on feelings alone. Food quality alone will also not serve complete purpose. It was noted that it may be easier to detach the person from the product being provided to better determine these values more carefully (Batra & Ahtola, 1991; Pham, 1998) .
Happiness is reached in many ways by different people as earlier noted also determined by Mogilner, Aaker, & Kamvar (2012) . Sometimes pleasure is fulfilled unknowledgeable of taking care of a need (Arnolds & Reynolds, 2003) . For instance in association with this study some participants may not have strong enough interests such as with their kids, but the joy that it gives them allows them to have a more enjoyable experience as well. Patrons are said to have pleasure with an experience that is related to their expectation for pleasure (Wilson and Klaaren, 1992) .
Research suggests that in making patrons aware of this type activity at their restaurant in itself is very influential (Elder & Krishna, 2010; Hoch & Ha, 1986) . This was also noted by Pine and Gilmore (1998) to 'Theme the Experience'. There are many inherit motives when dining out, so it's important to investigate these motives for a more in depth study. The researcher sought out to identify the motivational patterns that closely relates to the hedonic and utilitarian principle. Results indicated that hedonic values were more influential than utilitarian values in patronage of fun experience restaurants.
Fun Experience
Restaurants create a more value added appeal when making experiences more memorable and unique (Kuang, Huang, and Chen, 2012) . Normal restaurant experiences can sometimes be mundane. These experiences are nice, however patrons are gaining more interests in more open and relaxed environments and yet and still a classic one (Birkett, 2010) . Pine and Gilmore (1998) stated unique, memorable activity creates a more lasting effect. Kuang et al noted that patrons don't solely dine at restaurants out of emotion or feelings alone, but desire is tied to particular activities offered in restaurant settings. Kuang et al also stated that an individual does experience emotion through a particular offering through these more interactive and memorable experiences. Emotions are key in patronage (Holbrook and Hirschman, 1982) . Dewey (1963) also states the importance of restaurants involving unique activity outside from the normal. Sometimes the idea of attaining this 'fun factor' experience has more value than the service or product it's attached to.
In the case of Pine & Gilmore (1998) both expressed the scenario of the cab driver going above and beyond to be the best cab driver in the city. The cab driver not only drove passengers around he looked for ways to keep them interested and coming back outside of the service alone. Customers even started to pay him higher tips due to the scenario he established (Pine and Gilmore, 1998) .
Experience has always been the heart of the entertainment business (Pine and Gilmore, 1998) . Theme restaurants offer fun activities, but the memorable experience isn't gained just through the notion of entertainment (Pine and Gilmore, 1998) . Experience is gained through engaging with patrons (Pine and Gilmore, 1998) . For instance, Rainforest Café, known as a place for 'adventure eating'. This restaurant ensures patrons have a lively experience as the restaurant design engages its audience. As you dine in this restaurant you are sure to have a memorable experience of the rainforest and its many creatures, the noise of the animation will follow you upon entrance and as leaving.
Medieval Times fun experience restaurant has got the message in understanding the important qualities behind healthy patronage as they engage with their guests from the beginning, during, and through the end of shows. Their mission sets out to empower their team and as Mr. Marriott is famously quoted for saying, "If we take care of our team they will take care of our customers and customers will keep coming back" (Marriott.com, 2008) . At Medieval Times the workers are dressed as knights, maidens and you are sure to have a memorable exchange. When theme is unattached, experience is not generated and therefore no attached memory (Pine and Gilmore, 1998) . Having theme attached to your business has its added effects.
Pine et al determined this in the scenario of Caesars Palace. Caesars Palace added live speaking to their Roman luminaries and have generated greater revenues ever since, this validates that experience works.
Kids today are socially empowered (Dias, and Agante, 2011) . The emergence of new types of entertainment are changing the grounds for which children and adults play in (Dias, and Agante, 2011) . Experimental, interactive and visual communication is more attractive and efficient in today's generation (McCrindle, 2006) .
Staying competitive requires organizations to adopt new strategies, particularly new environments to sustain position. Marketing to children is a high concern to this industry as it influences households tremendously (McNeal, 1992) . The food industry is among the top industries using fun and games as part of their strategy (Lee and Youn, 2008) .
Fun and entertainment plays a major role on children, as they are fascinated by the activities (Mathiot, 2010) . Behaviors are linked to active engagement, fun, and the entertaining environment (Mathiot, 2010) . Influence can be applied to patronage and purchasing decisions (Ogden, 2011) .
Fun experience dining captures a much broader audience, but even it requires a consistent evaluation to ensure patrons' needs and wants are being considered and addressed. Small cues could make a difference, as they are what's in a customer's mind (Pine and Gilmore, 1998) .
Atmospherics
Choosing to eat at a particular restaurant is not as simple as it may seem as implied by, Ryu and Han (2011) for all patrons. Ryu and Han (2011) , found that atmosphere plays a big part in creating an away from home experience. The aesthetics are critical to attracting and keeping customers (Cobe, 2007) . PF Changs Bistro has innovative design strategy (Ryu and Han, 2011) . It is associated with consumers' attitudes, emotions, price and value perceptions as well as satisfaction and behavior (Berry and Wall, 2007 , Han and Ryu, 2009 , Kim and Moon, 2009 , Liu and Jang, 2009 , Pullman and Gross, 2004 , Pullman and Robson, 2007 and Ryu and Jang, 2007 . Customers can be influenced by well-thought out color-schemes, floor designs, greenery, furniture, paintings, and wall décor (Ryu and Han, 2011) . These aspects enhance perceived quality and have a direct effect to a consumer's behavior (Ryu and Han, 2011) . Ryu and Jang (2008b) , identifies the aesthetics of an atmosphere to be a major factor in customer's pleasure and influences behavior. The intangible aspects also have an extreme effect on consumers (Baker, 1987) . In a prior study, it was determined that atmospheric music can affect consumers perception of a business (Matilla and Wirtz, 2007) ; (North and Hargreaves, 1998) , and elicits emotions (Ryu and Jang, 2007) . It also influences customer satisfaction (Magnini and Parker, 2009); (Oakes, 2003) .
Moreover, Restaurants are just serving foods but every aspect of the experience is deemed to be important (Yuksel and Yuksel, 2002) . Consumers evaluate the whole experience so the elements have to all build on one another to posit an overall good result (Ladhari, Brun, and Morales, 2008) . Understanding consumer's emotion is critical as it affects the decision-making process (Barsky, and Nash, 2002) . Emotions are key factors to satisfaction and atmosphere effects these emotions (Ladhari et al., 2008) . It has been determined that positive and negative emotions mediate the effects of perception along with satisfaction (Ladhari et al., 2008) .
It is of relevant concern that, restaurant owners are mindful of the aspects of emotion as the impacts it have on perceptions leads to consumer satisfaction and ultimately sets them at a more competitive advantage (Ladhari et al., 2008) . Atmospheric ambience by far exhibits positive emotion, which then leads to satisfaction and is linked heavily to customer loyalty (Kim and Moon, 2009 ). Kim and Moon (2009) further found that ambience features equate the highest relation to perceived service quality and also comparably high in pleasurable experience.
Methodology
Overview
This study sought out to determine patronage in fun experience restaurants. This study also explored the level of involvement has in patrons and the impact it has on patron influences. It is important to understand patron's perspective of fun experience restaurants, as it comprises the study analysis. As before mentioned, fun experiences involve many motivations, in this study the researcher is particularly concerned with the entertainment motivations and restaurant characteristics that relate more heavily to fun experience activities. This section focuses on patrons' perspective of fun experiences in restaurants. It examines the motivational factors attributing to the attitudes of patrons. Patrons' perspective of fun experiences in restaurants is key to increased patronage as well as the influence this activity has on them.
Research Design
This research study assesses patrons' perspective of fun experience restaurants and the impact it has on their visit. The researcher associates patrons' motivational patterns in fun experience restaurants to increased patronage and the impact on influencing their behavior.
Patrons' motivations for fun experience in restaurants is used as the independent variable in the study, while patronage and influences are the dependent variables. As previously noted, "fun experience" restaurants commonly defined as "Eatertainment" (Josiam et al., 2004) are enjoyable, entertainment offerings that allows for customers to experience an overall satisfaction. Examples of fun restaurants include, Medieval Times, Rainforest Café, and Magic Time Machine. (To guide survey participants, these popular names were also given on the survey)
Objectives include, demographic profile of patrons', nature of patronage, the involvement level of patrons, the various motivational patterns of patrons, and the associated characteristics of the hedonic and utilitarian motives. The study also sought to determine the motivations of patrons when dining at fun experience restaurants and how it the impacts their behavior. 
Instrument Development
A questionnaire was developed for the study, using guidelines and scales from applied research in the areas of salient and determinant restaurant attributes, personal involvement, hedonic and utilitarian motivations and guest satisfaction in the restaurant industry. The population was defined as American patrons of fun restaurants. It was distributed to patrons at a fun experience restaurant in the Dallas metropolitan area. This restaurant was selected because of the "fun factor" offerings during patrons dining experience. The development of the survey was intended for purposes of collecting data on patrons' motivations for dining at fun experience restaurants. The involvement construct was measured using a 10-item bipolar scale (Figure 2 ) adapted by Zaichowsky (1985) . This scale is well known and utilized in other studies (Josiam, Smeaton, & Clements, 1999) . The SPSS software package was used for data analysis. Basic descriptive statistics, crosstabs, (ANOVA), correlation, reliability, and factor analysis were computed. The survey was comprised of five parts.
Determine the nature of patronage at fun experience restaurants. Examine patrons' levels of involvement with dining at fun experience restaurants, using a five-point Likert scale; Determine what motivates patrons' to engage in fun experience restaurants.
Identify utilitarian motivations
Influences on Patrons
Fun Experience Restaurants
Patronage HV:
UV:
Identify hedonic motivations Determine the relationships between motivational variables, preferred restaurant attributes and demographics of patrons, using a five-point Likert scale; Evaluate what activities patrons' are most interested in.
The points on the Likert scale were: 1 = unimportant; 2 = not very important; 3 = somewhat important; 4 = very important; 5 = extremely important.
Data collection
The researcher collected data in March, 2014 to assess patrons who visit fun experience restaurants. The research conducted a survey at a popular fun experience restaurant in the metropolitan area. Participation was voluntary, anonymous and confidential. No compensation was provided to study participants. An informed consent was provided to facility to gain the access needed to survey willing participants at Medieval Times restaurant, highly known for its "fun factor" experience shows in entertaining guests. A convenience sampling was employed, and this generally tend to lessen the results of the survey, however with that being said, it was found early on to be a limitation as not many operators offer fun type experiences in restaurants in the Dallas metropolitan area. Consent was gained from management to conduct the survey on their premises. 287 completed surveys were gained, while only 257 were usable. Patrons were approached by the student and asked to participate in a short survey pertaining to their visit of this type restaurant. The findings of this study identify motivators, levels of involvement, important restaurant attributes and relationships of these variables with demographic factors. This study helps the restaurant industry to better address the desires of this niche market segment.
Findings and Discussion
Demographics
A total of 257 usable surveys were collected. Frequencies were run as well as the crosstabs analysis to determine the distribution of demographic characteristics and gender (Table 1) .
It was determined that females were over-represented greatly (73%) with males being (27%) of the distribution. Over half the participants were married (57%), mostly White-American (50%). The average participant was between 25-34 years old with (37%) having bachelor degrees and (38%) with some college background. Total household income was well distributed across the given choices with more individuals in the 40-59K range, (48%). Many of the participants had no children which is a surprise considering the activity. Demographics are well reflected of the Dallas area population in terms of age, income, and education (census.gov, 2014) . Results are provided in Table I . It should be noted that females dominate the study so averages will be more reflective of this group's data, limiting the generalizability of the study. We can be confident in the younger patrons being more involved with this type of activity and more educated than others of the population as they will more likely be open to these type experiences in restaurants so this is common. Although most of the population was primarily female, females more often view this activity as another form of education and exposure for kids. In this study there were more married females, but whether married or unmarried, females are the usual caretakers so results support analysis. Incomes peaked in the ($40K-$59K) category as well as in the $100K category, each consistent with study population as they are younger or married couples attending, males higher in both categories. It was surprising to see the many participants involved in this activity with no children as they slightly exceed those with children (44.7%), mostly men. It appears that this is an activity patrons are interested in attending regardless of children, males more as compared with females. Findings are presented in tables with following analysis. 
Objective 1: Nature of Patronage
The study objectives have purpose of focusing on the nature of patrons visit. Participants were asked to identify their most pertinent reason for visiting this type restaurant. Visit type consisted of "planned" or "spontaneous" visits. A cross-tabulation was performed to compare the planned visitors with the spontaneous visitors ( Table 2) . A chi-square test was employed for statistical testing. A difference in planned and spontaneous visitors was found (X=6.366, P>.05, at .095). It was interesting to see that most participants fell in the planned category in visits to these type restaurants rather than the spontaneous category, with (75.2%) planned and spontaneous being (24.8%). This category was wellrepresented in gender, status, age, children or no children. It appears that people want to know and understand what activities the restaurant has before attending, whether it is categorized as 'fun' restaurant or not. Most participants were younger married couples, so this may have its effect on some of the individual characteristic in nature of being spontaneous. Singles are usually more flexible in decision making, so more spontaneity occurs. But in this study it is determined differently and identifies the understanding one must gain before attending this type activity. This also could suggests that most participants plan this type of activity more often because they know and expect a type of experience outside of the norm. It was mentioned that utilitarian motive usually has an intended end rather than spontaneous in nature in contrast to hedonic motive, (Babin et. al, 1994) but in this study the 'hedonic' motive is more the case for the intended end. Patrons plan on having a fun time in these type restaurants.
Objective 2: Patrons Involvement
Patrons' frequency levels were determined by the number of times they attend fun experience restaurants in a 3-month period, annually. Visit frequency was determined with M = 1.45, SD = .74. Each category was assigned a value 1: 1 = 0-1 times, 2 = 2-3 times, 3 = 4-5 times, 4 = 6+ times, means and standard deviations were determined. The frequency of visits were pretty consistent to participants having participated at least 0-1-times within the year. This is pretty common as fun-experience restaurants usually have the same type activities to occur daily so even while enjoyable, patrons tend to participate less times to not get tired of the experience. Patrons would rather hold on to the memorable experience which could promote more patronage in the future.
To also address involvement, the 10-item scale was used for this study and modeled after the involvement scale developed by Zaichowsky (1985) . Cronbach's alpha was assessed and reliability was determined at .957, consistent with Zaichowsky reported score. The scale was determined to measure only one construct and one factor component was determined in measuring involvement so factor analysis, reduction of data was not performed with this scale.
Objective 3: Determine what motivates Patrons to dine at fun experiences restaurants identifying specifics relative to the hedonic and utilitarian motives
To address patrons' motivations of fun experience restaurants the researcher asked participants to rate by level of importance 8 characteristics using a 5-point Likert scale of: 5 = Strongly disagree, 4 = Disagree, 3 = Agree, 2 = Agree somewhat, 1 = Strongly agree when dining at fun experience restaurants. The findings are discussed below.
Utilizing the regression analysis motivational characteristics were more clearly identified and associated to the hedonic and utilitarian motive. Friends, a special occasion, reputation, having a different experience, importance of kid's entertainment, and entertainment alone was not the driving force behind patronage. Patrons were more susceptible to having a taste for adventure after subsuming the family motive and other non-significant variables, such as entertainment alone. This suggests this type activity is more hedonic in nature due to adventure having the highest prediction and causation without a multi-colinearity effect, and is consistent with other findings.
Objective 4: Determine the relationships between motivational variables, preferred restaurant attributes and demographics of patrons.
To address patrons' motivations patterns of fun experience restaurants the researcher asked participants to rate by level of importance 8 characteristics on a 5-point Likert scale of: 1 = unimportant; 2 = not very important; 3 = somewhat important; 4 = very important; 5 = extremely important when dining at fun experience restaurants. A Correlation analysis was also employed to determine patrons' motivational patterns between various characteristics between the participants. Relationships between demographic data and visits were also determined.
In the correlation analysis safe food was determined to have the strongest relationship and negative in nature in much of the data analysis. People generally don't attend this type of establishment focused on safe foods. It is probably the least likely element patrons are concerned with being that fun is in the mind of the individual. "Atmospherics" (Kotler, 1973) were determined to be more relevant in this case as the atmosphere plays a great part in this type of restaurant and is to be expected. These type restaurants are staged for a more believable experience in portrayal to patrons. 3-D screens also played a great role is this assessment between the variables. This suggests patrons are interested further in an experience that is unique over the regular rule of things, so hedonic in nature. One of the hot menu trends for 2014 pertains to patrons interests of moving images during a restaurant visit (nrn.com)
Relationships were also determined between visits, children and education when correlation was assessed. Both variables were weak, positive, and significant at the p-value below .05 level. It appears people will visit restaurant of this type with their kids, which is no surprise as children are generally drawn to this type restaurant and are big influencers to their parents as stated by McNeal (1992) . Educated people are more likely to participate in patronage as well because the activity can be associated with a learning experience with the given exposure and interaction. Characteristics were analyzed using ANOVA, (Table 3 & Table 4 ). Table 3 and 4 shows the scores of restaurant characteristics and influences of the total participants of the sample and the difference between ethnic origins. Neither characteristic tested, were significant as each of the motivations are all measuring at a very important level of concern and that is to be expected due to the nature of this activity. Animation was measured as somewhat important across all ethnic groups, it appears these groups don't value animation as compared with the other characteristics in group. Animations are usually enjoyable to children and children were excluded from this study results. As before mentioned by McNeal (1992) children impact adult decisions greatly but the participants in this group were less appealed as other activity could suggest a more pleasant time at this restaurant. Live performances and guest interaction was very important to each group, as opposed to the animation category, it appears patrons expect an experience outside of the norm of just eating and the engagement is what patrons value, also suggested by (Pine et al, 1998) . The preferred characteristics were found to be more significant. Food taste, food value, and food price were very important to guest with food taste being the strongest. This is expected to be of higher importance as with any restaurant these characteristics are less flexible and if restaurateurs cant supply then they will have other business concerns of focus.
Regression analysis was also utilized and in this assessment and between these motivational characteristics a multi-collinearity effect did occur. When restaurant characteristics and entertainment motivations were assessed, magic performances, cleanliness, safe food, food price, and overall experience were significant. The overall experience was found least significant with a beta = .109, when all insignificant variables were subsumed, the overall experience turned out to be more predictive than magic performances, it was now the least significant of the variables, so once removed a more careful identification of the variables were found. Safe food was the most significant variable from the beginning up through this stage of the research, beta = -.299, negative relationship to visits. Safe food was determined to not be the cause of visits to this restaurants as people who visit these type restaurants are more likely not concerned with the safe food characteristic as much as the other areas of concern so this variable was subsumed. Once eliminated the least predictive variables were more significant. The overall experience was determined to be the most powerful variable in the mix with beta = .190. This suggests restaurant owners should be concerned with more factors than one in meeting guest's needs and wants to attain the given result.
Objective 5: Key Motivations
To assess motivational patterns further, key motivations were determined utilizing factor analysis. The researcher asked participants to rate by level of importance their level of importance 36 motivations using a 5-point Likert scale. Table 5 shows the most important factors to patrons.
The factor analysis component "Kidding Around" clearly shows where motivations are weighed the highest as reliability is .88 with 8 factors loading, patrons clearly place a lot of value on the entertainment offerings in fun experience restaurants. "Service All Day" category also has great impact to patrons visit as they want to engage in this fun entertainment but service of the activity is equally important and to be expected. Service at these type restaurants have to cater to guest in more ways than one so restaurateurs need to place high focus in the service area as well as being able to meet the entertainment all at the same time. While these factors were higher motivations "The Theme Thing" not so much a concern or reliable. This suggest theme visits may have attached experience but not as appealing as the other groups and it does not accomplish one size fit all it will take more factors for patrons to be moved, the overall experience.
Regression analysis was also utilized and the key variable discovered was also supportive of the results, 'the overall experience' of the visit being key.
Restaurant Influences
To address patrons' influence of fun experience restaurants the researcher asked participants to rate by level of agreement 8 influences using a using a 5-point Likert scale of: 1 = Strongly disagree, 2 = Disagree, 3 = Agree, 4 = Agree somewhat, 5 = Strongly agree (Table 6 & 7) . There were no significant variances as all patrons across somewhat agreed to categories, this suggest that if restaurateurs aren't able to meet preferable characteristics along with entertainment motivations it will yield less patronage. 
Implications and Limitations
Overview
The goal of this research is to determine the impacts fun experience in restaurants have on patronage. This research assesses the perspective of patrons. It was important in gaining a deeper level of understanding to provide for the necessary information this type of activity has on patrons. This research will give guidance to better help restaurateurs make necessary business decisions. Patrons have many demands and differences. With the many types of patrons and the added challenge of different backgrounds, this adds pressure to its owners in the many decisions that have to be made. Creating the all -inclusive fun experience is quite the challenge. What is considered fun to one patron may not be the same to another as found in the findings in the analysis above. How one patron view an activity may be completely different for another. Being able to cater to a diverse population is key. One of the most important things an owner needs to get a handle on is still being able to provide and make dedication to a great meal.
This chapter summarizes the study and discusses its implications and contributions. Research implications and contributions are discussed in the following section. Finally, the limitations of the study are addressed and where the research could be explored further.
Implications
Many studies have been performed to determine the outcome of patronage as well as satisfaction and loyalty. This topic is undeniably important to restaurateurs to gain and retain a competitive position in the hospitality industry. Owners need to consider their strategies very carefully. Patrons' needs and wants should never go unheard, as they influence patronage (Morris, 2001) . When restaurants fail at addressing patrons concerns, by owner's lack of strategy disposition, other issues that come about can certainly be attributed to this (Ladhari et al., 2008) .
Past studies have uncovered this idea of restaurants being more than just for eating but little research have been done on patrons dining in fun experience restaurants (Josiam, Mattson, & Sullivan, 2004; Apfel, 1998; Ryu, and Han, 2011; Ariffin, Bibon, and Abdullah, 2012) . There are varying differences for patrons' motivations, each should be further assessed.
This study adds contribution in that it highlights the areas patrons' are motivated in most in fun experience restaurants. This gives restaurateurs an advantage in considering the ideas at their attention and helps to add to the bottom line as well as create happier experiences and a great meal for guests. This would allow for them to have a more enjoyable experience in a different from the norm setting.
Patrons of all different cultures find visiting fun experience restaurants important in their own perspective. This potentially affects patronage. Managers should try and gain a deeper level of understanding of how to manage patronage rather than focus entirely on their own interests. It is necessary for restaurants to produce the highest bottom line possible, so it's critical that operators provide for consumers in the most efficient and effective way.
It was beneficial to gain the understanding between the different ethnicities, however more emphasis should be geared to the activities that assess the applicability to the backgrounds of those being asked questions that is more concern to them. This study can provide for future direction in assessing fun type activity. What attracts patrons in the U.S. may be completely different for other ethnicities. Cultural differences naturally exist so applying these concerns is very helpful and necessary to research.
Established brands also affect patronage so building to the activity creates more complexity. When restaurants are clearly defined, significant outcomes occur in patronage (Parsa et al., 2005) . Siguaw et al. (1999) and Murase and Bojanic (2004) suggests that restaurants develop and communicate their brand more effectively as it heeds a stronger strategic position. Clear, distinguished brands are beneficial to restaurant owners, and holds good reason as to why patrons are willing to pay more rather than its competitor (Kim, Magnini, and Singal, 2011) . It is stated by Ang and Lim (2006) , brands are subtle and a personal perception, also difficult to mock whereas attributes are. Establishing brand personality can be an efficient way to creating customer loyalty (Kim, Magnini, and Singal, 2011) . Past research found that brands allow patrons to express themselves (Belk, 1988) . This is also aligned with the concept of self-congruence, in that it associates consumer preferences with their own personality traits (Aaker, 1999; Kassarjian, 1971; Sirgy, 1982) . Establishing brand personality and differentiating it (Halliday, 1996) suggest it can serve to be a major factor in patronage (Biel, 1993; Ogilvy, 1985) .
Assessing the effects of social media and associating it with patrons is also helpful in benefiting restaurant owners. This can prove to be a very important factor to patronage. It is necessary also to include ethnicity categories for demographics as discussed earlier in future studies.
As mentioned before different backgrounds of patrons create more complexities for business owners. Different ethnicities and associating activity can be viewed as a type of social status, and this can serve to identify one's group (Rozin, 2006) . Bourdieu (1984) associates patronage to social class. People rich in cultural capital that is experienced in the course of one's life allows for them to be more knowledgeable and exposed to more experiences in contrast to someone with less cultural capital (Bourdieu, 1984) .
It's essential to understand the effects of the associations between the constructs (Ryu and Han, 2011) . To determine the relationships of why patrons are most attracted to this activity is also very important along with assessing motivational characteristics. Gaining a better understanding of this is certain to gain restaurant owners more healthy identification to produce sustainable results in a competitive industry. Ryu and Han (2011) suggests the necessity here in identifying the purpose of dining, whether it is business, leisure, or special occasion. Ryu and Han (2011) suggests that these moderators can have an effect on repeat business, and other means of business in general. Ryu and Han (2011) identified the differences of purpose as having great impact on business. The two indicated that patrons that are visiting for leisure purposes could very well have a different affect as far as emotion to the music other restaurant attributes in contrast to patrons visiting for business.
In assessing these differences owners should also consider a consistent review of the prices being charged for these services rather than it just being one unchanging rate. As the guest who do frequently participate in the activity care about the price of the services being gained. There is a lot gained from this experience but paying an excessive price may detour business.
People do enjoy an experience is what this study determined, it's helpful to understand in more detail however to create this opportunity and keep it. Restaurateurs need to understand this value-added function and capitalize on the dimension capabilities. Restaurateurs should be consistently aware of what adds value to the restaurant experience and what is needed to evolve and build the experience industry. Repeat patronage is significantly affected by the restaurants ability to understand and adapt these values in satisfying consumer wants and needs. It may not be as hard to attract patrons as it is in keeping them.
Limitations
The survey only employs the Dallas metropolitan area limiting generalizability of the findings. Second, with timing constraints the survey was performed doing a convenience sampling which limits the generalizability of the study. The researcher was placed in a designated area of the facility in which patrons had to be near in area to be asked to participate in the survey. The data was collected by one student in a high active patron environment, and this also posed limitation to the researcher gaining all the necessary subjects possible to yield better study results which occurs in capturing a larger sample of the population.
The findings showed the heavy amount of participating females, as discussed, this dominated the study results. It also takes away from the study's generalizability as it's not an overall good reflection of population. The information gained gives restaurateurs necessary direction, so the feedback should be as clear and concise as possible.
The surveys still provide for an overall quality analysis and could potentially produce a more sophisticated study to provide for more benefits in adding to the body of knowledge in helping to guide restaurateurs in their business goals or researchers in building upon the study results.
